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WSLTC: ‘Wiss-lit-see’

Y

es, that headline seems incomprehensible. So, let’s fi x
that. To receive maximum NSA member value, you
need to channel the Spice Girls.
“Yo, I’ll tell you what I want, what I really, really want.”
You can’t value what you don’t know you want. That’s
been the core of my official non-theme presidential “concept”
acronym: W-S-L-T-C (“Wiss-lit-see”). It stands for WANT
SOMETHING, LEVERAGE THE COMMUNITY.
What I “really, really want” (you may call me Baldy Spice)
is an ongoing sharing community. And because that is precisely the member value I want, it’s precisely the member
value I’ve received. In the last two weeks alone, here is the NSA
member value I’ve participated in or received:
• A member called me wanting advice on how to create a game show. We
co-created a solution in about 15 minutes.
• I asked for help with CRM selection. I received three endorsements,
an offer of a free WebEx to help get me on-boarded, and another offer of
troubleshooting coaching.
• I asked for help sourcing a proven YouTube channel vendor to help
unscramble my needlessly convoluted mess. That vendor has been hired.
• I thanked a fellow member for her idea on how I could offer custom
20-minute keynotes—which a prospect booked on my first attempt at
marketing it.
• I referred a fellow NSA member to the CEO of one of my clients.
Without NSA, it’s likely that none of that would have happened. I’d
be limited to the “solo” in solopreneur. So, here’s my final presidential
challenge to you: WSLTC—WANT SOMETHING, LEVERAGE THE
COMMUNITY.

Brian Walter, CSP, CPAE
2017-2018 NSA National President
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What Are You Doing to Get Better?
When I ask speakers that question, the most common response is a pause.
Not like they’re taking a breath before answering. It’s a pause as in … insert
crickets sound effect. Most of us suffer from outcome wanting. That’s
something we say we want but aren’t truly pursuing.
¢ TRY ACTIONABLE WANTING. What helps us get better is actionable
wanting: knowing precisely what we want, why it will benefit us, and what
needs to happen for us to achieve it.

TALK IT OUT. You identify actionable wanting by talking with fellow
members. So, achieve more by talking more. Remember, the first line of the
Spice Girls song is “TELL me what you want, what you really, really want.”

¢
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Member Referral Program

I REFER SUCCESSFUL
SPEAKERS TO NSA
BECAUSE THEY
INSPIRE ME TO STEP
UP MY SPEAKING
BUSINESS.
Amelia “Mimi” Brown

STRENGTH
IN NUMBERS
Help grow the NSA speaker community
and you could win big!
In addition to monthly drawings for a
$100 NSA credit, one lucky winner will
receive a complimentary event registration
and hotel stay.

JoinNSA.com
Simply have your referrals include your name
when they join–we’ll do the rest!

BRIEFS

News and notes on the
art and business of speaking

FOCUS ON STYLE

EASILY CONFUSED
WORDS


VOE TOP TIPS

Speakers as Coaches
WITH ROBERT STACK, MCLC, BCC, APR, FELLOW PRSA
ON MENTORING VS. CONSULTING VS. COACHING

H

ow should you respond when an
enthusiastic audience member
comes up to you after a speech
and asks, “Will you coach me?” In an
interview with Robert Stack, MCLC, BCC,
APR, Fellow PRSA, in the December 2017
edition of Voices of Experience® (VOE),
he made it clear that first you need to
understand the difference between mentoring, consulting, and coaching.
MENTORS are experts who share their

wisdom and counsel with a mentee. They
provide their knowledge and experience
without having a pre-set agenda.

CONSULTANTS have specific expertise,

set the agenda for meetings, and offer
possible solutions to a challenge. They
may also participate in the execution of
the solutions.

COACHES partner with clients in a

thought-provoking and creative process
that inspires them to maximize their
personal and professional potential.
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Most people are familiar with athletic
coaches who are experts in a particular
sport and encourage individuals or teams
to get a result … usually winning.
Unlike the other disciplines, business
coaches believe that individuals can resolve
their own problems by finding their own solutions with the help of a coach. To do this they
ask questions of the client, such as, “What do
you think the solution is?” or “What have you
done in the past that has worked?”
When prospects ask for coaching they
often don’t know what kind of help they
need. Professional speakers must be aware
of and educate the public about what professional coaches do, because this question
comes up so often.
To listen to the full interview, download
the Voices of Experience mobile app available
on the App Store, Google Play, and for Amazon
Kindle—or listen through your favorite podcast streaming service. For more information
about coaching, contact the International
Coach Federation at coachfederation.org.

CITE/SIGHT/SITE

CITE refers to identifying the
source of information.
She cited her research on cause
of conflict.
SIGHT refers to vision or
something that can be seen
(noun).
He is starting to lose his sense
of sight.
The stray cat was a familiar sight
in the neighborhood.
SITE is a location.
She asked to visit the site of her
presentation.
She cited that her reason for
visiting the site was because
she wanted to be sure the pillars
did not block the audience’s line
of sight.


LOOSE/LOSE

LOOSE means slack or
untethered.
The table wobbled because a
screw was loose.
Who let the dog loose in the
yard?
LOSE is used to refer to the loss
of something.
He agreed he had nothing to
lose by contacting the meeting
planner.
Did you lose weight? Your pants
look like they are loose.

EVENTS THAT ARE
LIVE AND VIRTUAL
2 Big Reasons You
Should (Re)Start
Blogging Now
You have heard over and over again that YOU SHOULD HAVE
A BLOG. You either blog consistently, used to blog consistently,
or have dreamed of blogging consistently. If you are in the last
two categories, this may be the encouragement you need to finally
share that amazing knowledge with your audience and potential
audiences. Here are two big reasons you should start blogging
today from Jeff Korhan, MBA.

1

SHOWCASING
EXPERTISE. Create a
longer conversation with
your audience members and
your online readers by oﬀering
them advice on their current
issues or a perspective that
can help them improve. People
are looking more and more for
content experts, and this is
one way for you to show that
you are one.

When technology started making
it easier to host virtual meetings,
those who rely on live events had
reason to worry. Virtual meetings
were on the rise in 2009 as
the recession made expensive
travel an unattractive option.
But meetings professionals are
now finding that digital events
and live streaming are increasing
engagement and helping drive
attendance at live events, according to an article in Successful
Meetings.
Hybrid events that are aimed
at both online and oﬄ ine participants—with virtual attendees
typically only getting access to a
portion of the content—are also
gaining popularity because they
offer the best of both worlds. A
study by Bizzabo found that 30
percent of marketers believe that
live streaming like this will impact
events more than any other type of
technology.

2

TALENT
DEVELOPMENT.
When you blog
consistently, you develop mini
stories that can be used for
your speeches and distributed
through other methods to
share your content. You
will have better and tested
content that might make
its way to your keynote or
training.

For all four big reasons to blog and nine steps for successfully starting a blog,
see Chapter 25 of Paid to Speak. If you don’t yet have a copy, get one today at
NSAspeaker.org/resources.
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BRIEFS

Who Is NSA?
2016 Membership Needs Assessment

A Simple
Way to Get
Graphic

W

hether you’re creating a new presentation,
updating your website, or working on a
research project, sometimes it can be more
powerful to show than to tell. That’s where infographics
are worth their weight in gold. While there are plenty
of talented designers who can create great visuals for
you, now there’s an option to help you do it yourself.
HubSpot has created free infographic templates that you
can download and use. Plus, there’s a video to show you
just how easy they are to use. Visit hubspot.com and
search the blog for “create infographics.”
And check out the infographic at right that we created
using one of the free tools.

Professional speakers with five-plus years
of professional speaking experience are
more likely to join NSA. Here’s how our
members’ experience breaks down:

5%

2 years or less

32%

29%
21+ years

34%

11-20 years

3-10 years

NSA’s membership is diverse in
its career goals, experience, and
business models.

54%

DID YOU KNOW?
The Global Speakers Federation (GSF)
is made up of associations. NSA is one of
15 speaker association members from 20
countries. The Global Speakers Federation
champions, supports, and provides resources
to help develop and grow associations of
professional speakers worldwide.
The Global Speaking Fellow is a
prestigious global designation awarded by
GSF and has been earned by 31 speakers, nine
of whom are NSA members: Lindsay Adams,
David Avrin, Janelle Barlow, Scott Friedman,
W Mitchell, Joachim de Posada, Dan Poynter,
Naomi Rhode, and Nadine Vogel.
Learn more at globalspeakersfederation.
net/global-speaking-fellow.
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61%

Members have been
speaking professionally
for 11 or more years

Members are
full-time speakers

56

Average age of
NSA members

$206k
Average income
after 10+ years as
an NSA member

The 2016 Membership Needs Assessment
Survey was offered via email to 3,494
members. The 589 members who chose to
participate in the survey represent a nearly
17 percent response rate.

BY T H E
NUMBERS
G E T T I N G LE A D S
V I A LI N K E D I N
40M
of the 500+ million members are
in a decision-making role.
LinkedIn Marketing Solutions, 2016

EXPERT INSIGHTS

How to Add Funny
to Any Talk

BY PATT SCHWAB, PhD, CSP

Lots of speakers and audiences say they
want more humor in their presentations.
Here are five DON’TS when it comes to
humor and speakers:
DON’T start with a one-liner. Audiences
need time to get used to you and your
voice and to settle into the room. Starting
with a short relevant story helps them get
comfortable with you. The best of one-liners often get lost if told too early.



DON’T tell a joke or story that detracts
from the point you are trying to make—no
matter how wonderful it is. Humor should
serve your topic, not distract from or undermine it.

DON’T pick on an audience member
unless you really know the individual or the
group. This technique can too easily backfire.
Female audiences, particularly, are frequently
uncomfortable with put-down humor.


DON’T forget to upgrade your material.
Evil Empire jokes don’t play nearly as well
today as they used to—nor does sexist or racist
material, even when it’s subtle!


of B2B leads from social media
come from LinkedIn.
Foundation Inc., 2017

64%
of social media traffic to your
company site comes from
LinkedIn.
Econsultancy, 2018

1%
of LinkedIn users share content



DON’T sweat it if your joke bombs. As
my dad used to say, “If at first you don’t
succeed, pretend you weren’t even trying!”
A “saver” line tends to draw attention to
your failed attempt at humor. Ideally a joke
should make a point so well that even if it
“bombs,” you can just play past it.

80%

PAT T S C H WA B , P h D , C S P, is an
author, speaker, and 35-year NSA member.
She travels internationally helping leaders
manage change, manage others, and manage
to have more fun!



CSP® Class of 2018
The 51 members of the CSP® Class of 2018 will be inducted at Influence 2018
on Saturday, July 14. The CSP® (Certified Speaking Professional™) designation is
the speaking profession’s international measure of speaking experience and skill.
It indicates a speaking professional with proven experience who understands what
is required and knows how to deliver client satisfaction. Be sure to congratulate your
fellow NSA members for achieving this impressive milestone.

weekly, so your uploads have a
much higher chance of making an
impression.
Foundation Inc., 2017

“While we are
postponing,
life speeds by.”
—Lucius Annaeus Seneca,
Roman Philosopher
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NSA ONLINE
LINK UP ON LINKEDIN
LinkedIn is for more
than just connecting.
It has great content
too. Follow NSA’s
LinkedIn page for
valuable curated
content, including
stories like “8 Tips on
Giving a Presentation
Like a Pro” from
entrepreneur.com and
“6 Ways to Look More
Confident During a
Presentation” from
hbr.com.

Go online for bonus
content, including blogs,
videos, downloadable
tools, and more at
speakermagazine.com.

VOE IS ALL DIGITAL
Looking for a little
extra motivation while
you’re on the road? Get
inspired by your fellow
speakers! Download
the VOICES OF
EXPERIENCE® (VOE)
mobile app from the
App Store or Google
Play. Also available
for Amazon Kindle and
through your favorite
podcast streaming
service.

SHARE POTENTIAL
ENGAGEMENTS
You may have to turn
down that speaking
engagement due to a
conflict, but another
NSA member might
be the perfect fit. Let
your fellow speakers
know what your client
is looking for (with their
permission, of course)
by sharing on Facebook.
On Facebook, search
“NSA Members Only”
and ask to join today.

HELPING ONE
ANOTHER

CONNECT WITH NSA

Your fellow NSA
members rely on advice
from their peers. Share
your expertise on the
Speaker magazine blog.
Submit your idea at
speakermagazine.com/
contribute.

Follow us online for exclusive
content and connections
FACEBOOK
NATIONAL SPEAKERS
ASSOCIATION
INSTAGRAM
@NSASPEAKER
TWITTER
@NSASPEAKER
READY TO MAKE A
MILLION DOLLARS?
Michelle Villalobos
shares ideas for
building a back-end
business and gives
four solid tips for
earning a million. Learn
more on the Speaker
magazine blog at
speakermagazine.com/
back-end-business.
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YOUTUBE
NSASPEAKERS
LINKEDIN
NATIONAL SPEAKERS
ASSOCIATION
SNAPCHAT
NSASPEAKER

Dave Martin is full of wisdom and
practical tips. I’ve known him for a long
time, and Dave has made me better.
— JOEL OSTEEN —

DR. DAVE
MARTIN

csp

M IL L IO N D O L L A R SPE A KE RS GROU P

FREE OFFER

ACT NOW!

5 DAYS • 5 INCREDIBLE COACHES
DAVE MARTIN

JOEL OSTEEN

DENNY DURON

SIMON T. BAILEY

PAT WILLIAMS

DAVEMARTIN.ORG/THECLINIC
Dave Martin is an outstanding speaker,
inspiring author, and impactful coach.
His work impacts millions around the world.
— NIDO R. QUBEIN —

ifl

@DRDAVEMARTIN
DAVEMARTIN.ORG

MASTERMINDS

RUBY NE WE LLL E G N E R , C S P, NSA
President 2015-2016
and founder of 7 Star
Service, has specialized
in enhancing the fan
experience for sports,
leisure, and entertainment
venues since 1994.

READY TO
ACCELERATE
YOUR
SUCCESS?
BY RUBY NEWELL-LEGNER, CSP

P

rofessional speakers wanting to grow their business and increase
their revenue are joining forces with their colleagues to form mastermind groups.
A mastermind is a group of like-minded, achievement-oriented
individuals working together, thinking, and sharing ideas. The members
of the group can help you see solutions and possibilities you have never
contemplated before. A mastermind is supportive, caring, and encouraging
of your individual goals.

12
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You can use the group as a sounding board,
to uncover unnoticed pitfalls in your plan, to get
advice and encouragement from people who know
you and your business, and to discover synergy
and offer value in your deliverables.
YO U R M A S TE R M I N D G RO U P
CA N H E LP YO U:
 Think

smarter
more creative
 Stay focused
 Solve problems
 Brainstorm ideas
 Learn systems used by other entrepreneurs
 Find solutions for delegating and outsourcing
 Gain structure and clarity for your business
 Be held accountable
 Get results
 Be

The mastermind groups I have been a part of
have cut years off my learning curve, saved me
from making poor decisions, and offered personal
support and guidance on everything from my
volunteer roles to family matters.
Joining a mastermind group is a positive step
forward in growing your speaking business. For
driven entrepreneurs who want to grow thriving
businesses, membership in a mastermind group
can offer accountability, candid feedback, and
timely advice to take your career to the next level.

It Doesn’t Have
to Be Hard!
THE ‘LOW-MAINTENANCE’
MASTERMIND GROUP
BY LIZ WEBER, CMC, CSP

Several NSA members and I have created a
unique mastermind group. Because each of us
has been in a mastermind before, we wanted
this one to be “easy” for us. So, we have
intentionally kept it informal. Here are a few of
our ground rules:
VERY VIRTUAL
We don’t meet in person. We did not want
additional travel or meetings, so we meet
monthly via a two-hour recorded Zoom.
LOW MAINTENANCE
We don’t have required “updates.” We all
have enough commitments. If any of us has
an issue we want input on, we give the group
a heads-up before the call or simply raise it
during our call. We each have 20 minutes on
the call if we want it.
FLEXIBLE SCHEDULING
We don’t mandate attendance. With six
members, finding time on everyone’s calendar
is tough. We do a Doodle for each meeting.
If at least five of us can make a meeting, we
schedule it. Whichever member cannot attend
takes the lead in scheduling the next meeting
to ensure she or he can make that call.
FOCUSED GOALS
We had two new members join at the end
of 2017, so at the start of our December call,
we each took two minutes to share what we
wanted from our mastermind to ensure we still
had alignment. Our group is looking for a safe
place to ask questions, test ideas, and deepen
friendships with people we respect. Nothing
more. And because of that, it’s doing exactly
what we want it to do.

LIZ WEBER, CMC,
CSP, works with boards and
leadership teams on strategic
planning and developing
leadership depth. She has
worked with organizations
in more than 20 countries.
Liz-Weber.com

Keep Your
Mastermind
on Track
BY SHERYL BINDELGLASS

Keeping your mastermind group
on track is essential to its success.
Here are steps to take when you are
struggling with one of the personality
types that can derail your group.
HIJACKERS monopolize the
conversation, stealing focus from
other members of the group.
SOLUTION: Either the moderator or
other group members need to actively
manage that behavior. Consider
using a chart to track equal time for
members in the “hot seat” to help
level the playing field and ensure
member engagement for all.
TAKERS weaken the group by never
making meaningful contributions. They
ask a million questions, solicit tons of
advice, but never return the favor.
SOLUTION: To tame the takers, hold
members accountable. Single them
out, if necessary, either privately or

during the session. Consider
using a round-robin approach
to solicit contributions to ensure
that each member contributes.
SLACKERS drain group
resources through their lack of
commitment. They may feign
engagement, but don’t follow
through when they should.
SOLUTION: Solid ground rules
can help rein in slackers. Make
sure it’s clear what commitment is
expected. In my group, attendance
and attention are required.
Members must not only show up,
but also must shun distractions like
email, phone, and texts during the
mastermind session.
Having the right systems in place
from the start will make for a
positive, productive experience
for everyone.

SHERYL BINDELGLASS, CEO of Sheryl Golf and
Past President and Member of the Year of NSA-New
Jersey, facilitates a mastermind group of million-dollar
sales professionals. She teaches hiring practices,
marketing, group sales, and frontline customer service for
corporations, franchises, and the top amusement facilities
in the world. sheryl@sherylgolf.com, 732-302-4439
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MASTERMINDS

AVOID BLIND SPOTS
AND BIASES
BY HELEN TURNBULL, PhD, CSP

Y

ou join a mastermind group to become part of a rich learning
community. In doing so, you hope to bring your best self to
the table. Being a mere human, however, you also may bring
your unconscious biases and blind spots. They get in the way of the
inclusive behaviors that enhance what you can achieve and what you
can bring to the group.
It is likely that there are people in the group who are so important
to you that you joined because of them, as well as some people you
don’t really know or secretly wish were not there. Here are two blind
spots that can detract from productive, inclusive behaviors as your
group works together:
 Halo and Horns Effect. There is a risk of invoking the
“halo effect,” where you project positive traits onto someone you
admire without seeing their faults. Conversely, if you find there is
someone in the group with whom you don’t have good chemistry,
you can invoke the “horns effect” by seeing everything they do
and say through a negative lens. Be mindful of leaning too far in
either direction.
 Spotlight Effect. The “spotlight effect” causes us to believe
we are noticed more than we really are. We have a human tendency
to forget that just because we are the center of our own world does
not mean we are the center of everyone else’s. Catch yourself if you
have a tendency to dominate the conversation and switch off when
others are talking.

14
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Here are two tips to help your group be more
inclusive and effective:
 Build community by making a practice of
allowing all members to tell their stories without
interruption at the beginning of every meeting.
Really listen and honor the time allocation.
 Listen without judgment, which is different
from constructive feedback. Listen with an open
mind and heart. Be mindful of the halo and horns
effect as you are listening.
Good luck catching your biases and mindfully
practicing inclusion. Your mastermind experience
will be better for it.

HELEN TURNBULL, PhD,
CSP, is a thought leader on
unconscious bias, global inclusion,
and diversity. She has three
psychometric assessment tools
measuring inclusion/unconscious
bias. She keynotes globally on
this topic and is a member of the
Elite Retreat Mastermind.

ELITE MASTERMIND
GROUPS
BY RON KARR, CSP

A

s speakers, we each have a body of expertise
that can translate into additional revenue
streams off the stage. One great opportunity is
facilitating an elite mastermind group for your clients,
who pay to be in the group. This allows you to deepen
relationships with clients and make a greater impact.
For the past five years, I have facilitated a
Chief Revenue Officer Mastermind Group (CRO)
of CEOs from small to mid-size high-growth
companies. The group’s mission is to help CEOs build
high-performance sales cultures. The CRO’s key
components include the following:
Membership is limited to 10 execs, so the group can
do a deep dive on each individual’s issues.


There are two in-person first-class meetings per year,
held at resorts in North America, including a golf outing
and/or other team-building event. An outside concierge
company handles logistics. During the meetings:
u Each member has two 30-minute “hot seats” to
discuss his or her biggest issues and gain feedback
from the group and facilitator.
u One or two outside speakers are brought
in (for a fee) to address the group’s key issues. The
speakers are free to generate business among
the group members.

 Members hold each other accountable
for their commitments.
 Zoom video calls are held in between
in-person meetings to help maintain
group contact.
 There is a five-figure annual
membership fee. Elite mastermind
groups like this are often priced from
$15,000 to upwards of $100,000.



When I launched this CRO group in
2012, I initially saw it as a stand-alone
revenue stream. I did not realize that
as the members grew comfortable with
me, they would each end up giving me
annual retainers worth six figures. If you
want to generate an additional revenue
stream and make a greater impact on
your clients, fee-paid masterminds are a
terrific avenue for achieving your goals.

RON KARR,
CSP, served as
the 2013-2014 NSA
President and has
presented keynotes
and workshops on
six continents on the
topics of sales and
leadership. Ron is the
author of four books
including his latest,
Lead, Sell or Get Out
of the Way. He is
also the facilitator of
the prestigious CRO
(Chief Revenue Officer
Mastermind Group).
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Build a
Bomb-Proof
Team
How to hire contract speakers
who don’t bomb, embarrass you,
or steal your clients
BY PAT IYER, MSN
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ou’ve been traveling continuously for
weeks. The grueling pace is getting to
you.
You wonder what would happen to your business if you got sick or burned out.
You recognize that, when the business solely
relies on you, you have nothing sellable at the end
of your career.
Maybe it’s time you had a Plan B.
We asked three successful NSA members to
share their thoughts about using subcontractors
to expand their offerings—and give themselves
a break.
Marjorie Brody, CMC, PCC, CPAE, is founder
and CEO of Brody Professional Development, a firm
that provides training, coaching, and keynotes to
corporate leaders, managers, and individual contributors worldwide. Louise Jakubik, CSP, founded
Nurse Builders, a company that focuses on certification of nurses and mentorship programs in healthcare. Jennifer FitzPatrick, MSW, CSP, is the founder
of Jenerations Health Education, Inc., a full-service
healthcare education organization.

5 TECHNIQUES
FOR SUCCESS
BY LOUISE JAKUBIK, CSP

Brody has used subcontractors since the beginning of her business. She says she’s moving toward
using younger speakers, who more closely match the
demographics of her audiences.
Jakubik added subcontractors to increase the
offerings she could provide, and she now has a goal
to use people who can teach the content she currently
provides so she can cut back her high-intensity travel.
FitzPatrick says, “When I set up my business,
like many of us, I was looking to create a job for
myself. But really good people whom I respected
in my industry began to approach me about working
together. I never advertised or sought out subcontractor speakers—a good presenter always approached
me at the right time.”



DON’T GET TOO BIG TOO QUICKLY.

Be slow in the beginning; add one person at a time.



CONSIDER THE PURPOSE

OF HIRING A SUBCONTRACTOR before you
choose someone. It could be to:
 Increase
 Expand

on what the market wants.
 Replace

HIRE SUBCONTRACTORS WHO
WON’T COMPETE WITH YOU
“If you live in fear, you won’t be able to grow,” Brody
acknowledges. She looks for people who are fabulous
trainers and coaches, but who may not be as adept at
marketing or sales. They sign contracts with Brody
and let her know when clients directly approach them
to do additional training.
FitzPatrick says she tackles the issue of competition head-on during initial discussions with her
subcontractors. She has each of them sign an agreement that states they won’t compete with her in the
continuing-education market for healthcare or senior
living, and they will always refer all spinoff business
back to Jenerations.
On an annual basis, Jakubik has her subcontractors re-sign a noncompete agreement. “Don’t bring
on your competitors,” she advises. “I look for people
who enjoy the work as an opportunity extender. I
discuss their drivers for wanting to come on board. I
expect them to have loyalty to clients, the company,
and to one another.”

the offerings of the company.

the breadth of what you are offering based
some of the presentations you are
personally teaching.



IDENTIFY SUBCONTRACTORS

WITH PARTICULAR EXPERTISE.
Use them to train the other instructors.



HAVE SUBCONTRACTORS COLLATE

EVALUATION DATA. As the business owner, you should
also look at all the data and ask the speaker if there are
any red flags in the participant comments.



TREAT YOUR SUBCONTRACTORS

LIKE GOLD. Know about their lives, care about them,
do retreats, and pay them well. You can’t say

MAKE SURE YOUR SUBCONTRACTORS
REPRESENT YOUR BRAND WELL
As part of the interview process, candidates who want
to work with Brody need to do a 30-minute presentation to the team and to her, follow a leader’s guide,
and then teach a few programs with a master trainer.
Jakubik rarely has turnover among instructors.
She vets candidates by watching them teach, reading evaluations of their performance, and talking to
people who have heard them. As part of training, new
instructors watch videos of other speakers and are
observed by a seasoned person. ■

“thank you” enough.

PAT I Y E R , M S N , built a large, successful
legal nurse consulting business that had
200 subcontractor expert witnesses at the
time she sold it. She is now a ghostwriter and
editor. Reach her at PatriciaIyer@gmail.com.
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BY BILL CATES, CSP, CPAE
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On the

CONTRARY
I

“

don’t have a website. I don’t have a promo video. Yet
we are on our way to our fourth-best year as a speaker,
author, and business consultant.” Say what?
I was on the phone with NSA Past President Mark
LeBlanc, CSP, when I heard those words. My jaw
dropped. I said, “You have to tell me more about this!”
Mark has been working full time in the speaking and
consulting business for more than 25 years and has been
an NSA member since 1983. He’s the author of three
books: Growing Your Business, Never Be the Same, and
Build Your Consulting Practice. He has created a reputation for himself, and he consistently engages in what he
refers to as “high-value activities” to keep the demand
for his expertise high.

MARK
LEBL ANC, CSP

NO WEBSITE.
NO PROMO VIDEO.

Thriving Business
SPEAKER
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“I SOLD MY WEBSITE URL”
Mark sold his URL, SmallBusinessSuccess.com, to Infusionsoft.
Think about this for a minute. He had built a successful business
with his prospects ﬁnding him and his clients contacting him
with the same URL for years.
All of a sudden, Mark had no website. And, since his promo
video was housed on his website, that went away, too. What
would your business look like if you had no website and no
promo video? For most of us, those are the basic elements of a
successful business. I don’t know about you, but the scenario
seems foreign to me.
Mark’s plan was to get a new website and promo video up
and running within 90 days. But the phone kept ringing for
both speaking engagements and coaching opportunities. “After
90 days, I asked myself, ‘What if I had my best year ever without traditional marketing tools?’” he says. He did have his best
year ever, and he has been on a roll ever since. “Bill,” he added,
“be sure to tell our members I don’t advise anyone try this path
of no website and no promo video. And, my phone doesn’t ring
unless I consistently market my presentations and services.”

20
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Never let the
creation of a
tool get in the
way of executing
a PROVEN
strategy.

DON’T GET DISTRACTED
BY A NEW TOOL

THE FOUR SECTORS
OF POTENTIAL

Mark said to me, “One key to my consistent growth is that I
never let the creation of a tool get in the way of executing a proven
strategy.”
“Tell me more,” I replied.
“Many speakers invest too much in creating new tools and
delay executing marketing strategies,” he said. “If we’re not
mindful, there will always be a next tool that gets in the way
of executing strategies that produce real results.
“We say to ourselves, ‘As soon as my website is done, I’ll get
back on the phone to stir up business’ or ‘As soon as my book
gets out, I’ll resume my normal marketing activities.’
“I’ve seen too many of our colleagues beg, borrow, and
steal to put money into their next tool and then wait for the
tool to do all the work. When the tool doesn’t do its job, they
blame the tool and start a new one.”
Hmm … Who hasn’t been guilty of that at some point during
the evolution of their business? Heck, I
recently tossed out boxes and boxes
of workbooks and CDs related to a
product that I created that never
went anywhere.

Mark divides business-acquisition activity into four sectors:
Sector 1: New Business from New Prospects. “We are
all guilty of dreaming of strangers ﬁnding us on the internet
… creating tools so people will ﬁnd us. Even though this is the
hardest sector from which to generate an ROI, so many of our
members put the majority of their eﬀorts into this weakest of
all directions.”
Mark told me that this is the toughest sector in which to
win business without a video, unless prospects approach him
through reputation or a referral.
Sector 2: New Business from Existing Prospects.
Mark ranks this as next-to-last in his priorities, because the
ROI is weaker than the next two. From my personal experience,
I would have to say that it depends on the prospect: how they
found you, the level of their interest, and your ability to have a
meaningful conversation with them. For example, more than
90 percent of my new prospects come from introductions from
other clients or my reputation in my niche.
Sector 3: New Business from Past Clients. Mark qualiﬁes a “past client” as any organization for which he hasn’t
spoken in the past 12 months or more. Depending on how long
you have been in business, this sector can produce amazing
results if cultivated with time and attention. The two deadly
sins in business are believing that if they book you once, they

•

J U LY/A U G U S T 2 0 1 8

will call you when they need you, and if they book you once,
the organization automatically knows all of the ways you can
be of good service. “Nothing could be further from the truth,”
Mark added.
“One way I approach a past client is to educate him or her
on how I have added depth and detail to my work, including my
nine best practices and prep steps. I will often insert the word
‘if’ and the phrase ‘open to a conversation.’ For example, ‘If
you are open to a conversation about having me back to speak
to your members, I would love to hear from you and discuss
possibilities.’”
Sector 4: New Business from Active Clients. Mark
labels an “active client” as someone he’s doing business with
currently or has done business with in a 12-month rolling
period. He reaches out to these clients regularly; this engagement keeps the possibility of new business ever present and
stimulates both referrals and repeat business.

CAN YOU SEND
A LINK TO YOUR VIDEO?
I know you must be thinking, “What does Mark
say when a prospect asks for a video?” I asked him
that very question. His answer is enlightening and
brilliant.
“I don’t apologize for not having a video. I simply
explain the diﬀerence between a magnetic speaker and
a dynamic speaker. Video marketing tools work well for
dynamic speakers and less often for those who would be
considered magnetic speakers.”
Mark gleaned this information from the work of former
NSA member Lee Glickstein, author of Be Heard Now.

“A magnetic speaker connects with the audience in a different way than a dynamic speaker,” Mark informed me. “A
magnetic speaker more often creates a conversation with an
audience. This style is less performance and more connection.
I do everything I can to make a great connection with the
audience, so they listen and act on the ideas I share.”
He goes on to tell his prospect, “This style doesn’t necessarily translate well into a video format without great
planning and a skilled producer and editor.”
He did admit that at times he will lose a speaking opportunity because he doesn’t have a video to share.

THE RESULTS SPEAK
FOR THEMSELVES
Mark concluded our conversation with sage advice that he
received many years ago from NSA member Lyman “Manny”
Steil, CSP, CPAE: “Speak so well that every time you speak, the
phone rings twice.”
To date, Mark has conducted more than 1,000 presentations and coached more than 1,000 business owners
and professionals on how to develop business.
The results speak for themselves. ■

B I L L C AT E S , C S P,
C PA E , currently serves on
NSA’s National Board and is
a founding member of NSA’s
Million Dollar Speakers
Group. He can be reached at
BillCates@ReferralCoach.com.
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Are One-Sheets

BY LOIS CREAMER

OLD-SCHOOL?

Maybe. But they’re
still a valuable tool for
every speaker

I

get asked a lot about one-sheets. Usually
the question is “Aren’t they passé?” My
reply is “You only need one if you want
to work.”
I’m very serious about one-sheets, and
you should be, too. Creating your one-sheet
is a great exercise in drilling down on your
positioning and expertise. I consider them a
primary marketing piece that can be used in
a number of ways, including:
¢ Mailer or emailer to prospects or clients
¢ Follow-up email to prospects
¢ Part of a handout
¢ Information to have on your product table
¢ Leave-behind on attendees’ seats as a
reminder of what you do
¢ Script to use when selling
¢ Marketing piece that can make any agent
sound like they know you
¢ And many more!
Although one-sheets used to be onesided, I suggest more of a “two-sheet” that
uses the front and back.
Over the years, I have been hired by
speakers bureaus to work with their agents
to sell you. They have told me that onesheets are an important tool for them. They
use them as scripts when talking up specific
speakers, just as I suggest you do. Most
importantly, they expect you to have one!
Have it available to email and in a PDF file
on your website, so it can be downloaded.
Update it often!
Regardless of what you hear, one-sheets
are here to stay!

SPEAKER

•

J U LY/A U G U S T 2 0 1 8

Speech titles. Use
bullets to explain
audience takeaways.
Each should begin
with an action word.

Book business.
Grow your business!

Lois Creamer works with speakers
who want to book more business,
make more money and fully

“

■

Develop a memorable positioning statement
reflecting your brand

■

Create promotional materials that
communicate value to prospects

■

Identify target markets and decision makers

■

Develop powerful negotiation tactics that will
allow fee integrity

■

Create repeatable systems that will keep you
highly productive

■

Utilize social media marketing strategies to
open doors

■

Counter sales objections and close more sales

■

Discover how to leverage each success

■

Increase profits by developing Aftercare
programs that deliver value and drive demand
for future business

monetize their intellectual property.

What clients have to say

After so many years I thought I knew everything about this
business… until I worked with Lois!
—Jeffrey Gitomer, CSP, CPAE

Working with you was the best investment in consulting I’ve
made in years! Thanks for letting me include your ideas in my
Success Principles Workbook.
—Jack Canfield, CSP, CPAE

My business has grown 30% in just six short months after
working with you. A single booking at my new fee paid for
your great work!
—Cy Wakeman, CSP

Using the techniques that you taught, within a week we were
able to secure a booking at a fee that more than paid for our
investment in you!
—Karyn Buxman-Godek, CSP, CPAE

I have been implementing your recommended techniques for
only six weeks, and I already have more bookings! For the first
time in my speaking career, I have a doable plan and focus.
I see you as one of the best investments I’ve made to catapult
my career.
—LeAnn Thieman, CSP, CPAE

You’re much younger looking in person!
—Gail Llamas

Testimonials. Reviews
from people who have
heard you and love you.
Contact information

22

Positioning statement.
Describe your concept
and the intended
outcome of working
with you.

Business portrait. Use
a professional headshot or photos of you
in action presenting.

Lois Creamer knows the speaking business!
She works with the superstars of speaking as well as
tomorrow’s superstars. Lois is a member of the National
Speakers Association, Global Speakers Federation and
the Canadian Association of Professional Speakers and
is a frequent presenter at their national and chapter
meetings. Lois has been featured in Forbes, The Wall Street
Journal, Speaker magazine and is the author of Book More
Business: Make Money Speaking.

Book business.
314 . 374 . 4007
lois@bookmorebusiness.com
www.bookmorebusiness.com
539 Bedford Oaks Drive
St. Louis, Missouri 63122

Brief blurb about yourself and your expertise. At this
point in a sale, decision-makers care more about what you
can do for them right now than what you have done in the
past. There’s limited space, so use it wisely to restate your
positioning and call attention to market visibility.

10

Ten Questions to Book More Business!

Picture of
your book
cover—if you
have a book
or ebook.

by Lois Creamer

1.

Do you use paid, professional
speakers?

2.

Who have you used in the past?

3.

Do you have a specific program

LOIS CREAME R
is both smallbusiness strategist
and specialist! Her
clients have adopted
her philosophy of
concept and outcome
marketing and use of
positioning statements
to successfully grow
their businesses and
increase profits. Her
common-sense ideas
and high-energy
approach make her
the perfect choice for
small-business owners
and entrepreneurs
who want to learn
new strategies that
can be implemented
immediately. She is
the author of Book
More Business: Make
Money Speaking
and Working Smart,
Not Hard, as well
as several audio
programs.

date?
4.

Where will the meeting be held?

5.

What type of meeting is this?

6.

How is the decision made
regarding speakers?

7.

When do you begin planning
the meeting?

8.

Is there a focus or theme for
your meeting?

Praise for Lois’s new book
If you asked me to name the one person who could help you
build a speaking business, only one person would come to
mind, and that is Lois Creamer.
—Shep Hyken, CSP, CPAE

This book is going to be the new “business bible” on booking
more speaking revenue and Lois Creamer is the new apostle!
—Jeffrey Hayzlett, CPAE

A must read and Lois Creamer is a must-have resource in
your business.

Testimonials
from your book
or additional
speech
testimonials.

—Scott McKain, CSP, CPAE

9.

Is there a budget I should be
aware of?

10.

Is there anything else you need
from me in order to decide if
I would be a good fit for your
meeting?

Twitter
@loiscreamer
Facebook
Facebook.com/bookmorebusiness

Social media
handles

LinkedIn
linkedin.com/in/loiscreamer

© 2017 Lois Creamer, Book More Business.

You could provide a list like this that deals with your topic and would be
helpful to potential clients—such as the “Top 10 Traits of a Successful Leader.”

OTHER ELEMENTS
YOU COULD INCLUDE:
 Client list that’s detailed
enough to help prospects
understand the kinds of
audiences you serve.
 QR codes (quick response
codes) that contain a client list,
link to videos, etc. Although they
seem not to be used much, I feel
they can be effective in this case.

Tap into the Power of
Client Testimonials
Testimonials are the “economic capital” of your speaking practice! A
great testimonial will include comments about:
¢

Your presentation style

¢

Audience buy-in

¢

Value of the information you presented

¢

What has changed as a result of bringing you in
You may want to suggest your clients go to LinkedIn to write their

testimonials. If the writer is inexperienced, he can see what others
have said about you and how they formatted their testimonials. It may
help to actually get it done!
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Original
Research
A Case Study Work-in-Progress
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BY JENN WOOLSON

Start with the Why

LINDA: Commissioning research is fascinating.

I

n the last quarter of 2017, Linda
Keith CPA Inc. commissioned the

2018 Credit Risk Readiness Study (CRRS),
which was carried out by the University
of Northern Colorado Social Research
Lab (SRL), under the direction of Josh
Packard, PhD, executive director. Brian
Keith, of Red Beard Consulting LLC, was
the project manager for Linda Keith CPA
Inc. Linda, Josh, and Brian kept notes for
Speaker magazine throughout the project.
If you are considering undertaking
original research to establish your
credibility, build your thought leadership,
shift your audience, or write a book, look
at what they learned in the process.

Conducting in-depth interviews with the leaders
in your industry is intoxicating. But is original
research the next bright shiny object to take you
off course? Consider carefully how it will serve
your business needs. What is your goal? Why?
How will it increase your credibility, add to your
exposure, or create a new revenue stream?
In my client base of community banking,
credit risk is widely identified as the biggest
challenge we face. My goal was to gain credibility with and exposure to senior-level economic
buyers (C-suite) of community banks and credit
unions. Through speaking at associations and
writing online, I expect to increase enrollment
in Lenders Online Training, a continuing stream
of income that does not require travel, is scalable,
and is salable.
JOSH: A research endeavor like this takes signif-

icant resources: financial, time, attention, and
energy. At the end of the day, the client needs
to own the reason for the investment and the
outcome.

Staff Appropriately

LINDA: As busy as you are, you are likely not going
to be able to add the administration of this project
to your list. If you wait until you have time, you
won’t do it. Do you and your staff have the bandwidth to take this on? If not, hire additional staff
or a virtual assistant who can.
Consider which parts of the project you want
to keep. I was involved in selection and design of
survey questions, initial conversations with sponsors, and development of the interview guide. I
did all the pre-survey interviews. I kept the tasks
that added value for me.
JOSH: The process works best when you have a

designated person in charge on both ends. At SRL
we keep project management, communication,
and direction under the purview of one person.
The client always knows whom to contact. Brian’s
role was essential. He consistently represented
Linda’s interests, kept the timeline updated, took
detailed notes for making subsequent iterations of
the survey run more smoothly, and served as a key
source of information.
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READ THE REPORT
To see the landing page
Linda uses to offer the
study as a lead magnet
and to request a copy of
the Credit Risk Readiness
Study report, visit
CreditRiskReady.com.

Pick Your Sponsors

LINDA: We utilized sponsors for credibility, widespread solicitation

of interview and survey participants, as well as dissemination of the
survey results. We did not require a financial commitment from the
sponsors this time, but we will in the future.
Choose sponsors that will provide the most benefit as collaborators. You will increase survey response if three things exist:
1. You have a good list that cares about the subject.
2. That list has a relationship with the company or person asking
them to participate.
3. There is a benefit for taking the survey, such as receiving the full
report or additional bonuses from sponsors.
We found another reason people wanted to participate in the
interview portion of the study: The targeted individuals care deeply
about this subject and want to be part of the solution. The opportunity to frame the content of the Credit Risk Readiness Study was a
strong motivator.
JOSH: The CRRS is the first of its kind in the industry. Being first

is great for that reason. It’s also tough! Working with stakeholders,
sponsors, and survey respondents to convince them that this is
worth their time is difficult when they haven’t seen the value.
Should Linda continue to conduct this survey yearly, we believe
participation will continue to grow.

Communicate and Collaborate

JOSH: Working with Linda exposed us to the value of having clients

directly involved in the data-collection process. All of our past clients wanted to hand off the entire project to us, and we’re certainly
equipped to handle that in the SRL. Linda’s desire to be involved

resulted in high-quality data for her project, but it also allowed her to
have very valuable interactions with her target buyers that were not
sales oriented. As she interviewed the stakeholders for the research
project, she deepened relationships and began creating some buzz
for the research even before its release.
BRIAN: One of the challenges of managing the project was the shift-

ing timelines. For example, we decided to run the survey early in 2018
instead of late 2017, so that Linda would not be sharing “old” news when
it came out. As the timeline shifted, we missed a few steps and did not
anticipate others. It all got done, and we’ll be clearer on specific steps
and timelines next time around.

Unexpected Benefit

LINDA: The interviews were so revealing and immediately set me at a
peer level with the chief credit officers. My training has been focused
at more junior-level credit professionals. The elevated conversations
have given me much more meaningful content for the association
presentations to directors and C-suite attendees because I understand
their concerns and can provide “color commentary” to go with the
survey results. I plan to continue the interviews on an ongoing basis,
as follow-up to the survey results. Instead of me asking for interviews,
the people I want to talk with are asking me to interview them!

Live and Learn

1

LENGTHEN THE
TIMELINE: Build in
more time for each
stage than you think
you will need. “It is
surprising how much
time is needed to

2

CONSIDER
DELIVERABILITY:
The team was
surprised at how
email deliverability
affected response
rate. In retrospect, it

3

LEVERAGE
SPONSORS BETTER:
Linda only worked
with sponsors with
whom her company
had a strong
relationship, which

review the questions

makes sense that a

was very helpful.

the research group

broadcast email from

“We brainstormed

gleans from the

a previously unknown

as we went, and, as

interviews,” Linda says.

source might not be

a result, we have

allowed through bank

our sponsorship

security screening.

agreement planned

Next time, they’ll

for next time,

have the sponsors

including required

send the survey

email list size and

emails directly.

other deliverables,”
she says.
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4

REALIZE
THAT DONE IS
BETTER THAN
PERFECT: “One
of the collective
realizations we had
throughout this
process was that
we didn’t need it to
be perfect in year
one,” Josh shares.
“It needed to be
valuable, sound,
accurate, and
reliable, but not
perfect.”

L I N DA K E I T H , C PA ,
C S P, works with credit

Now What?

LINDA: My goal has not changed, and I am proceeding as

planned. But once the association speaking-as-marketing plan
is implemented, with the media exposure from the study, there
are other ways to capitalize on the cost and effort of a research
project like this.
The CRRS is already giving me an easy sell when I contact associations. Because I actually enjoy training, I have
decided to do 10 association programs this year and then
re-evaluate whether that is a good avenue for marketing
the online training, compared to LinkedIn and other “pull”
strategies.
Many speakers assert that writing a book is a great credibility builder. I would suggest that commissioning research
that is genuine and professionally done will have a similar
impact—and doing them both, probably even more so.
JOSH: When Linda approached us, it was with a clear sense of

exactly how this project would fit into her business model. She
knew exactly what she was going to do with the information
generated from the research and how it advanced her brand
and business. Her clarity from the beginning is what allowed
this project to move along at a good pace and within a timeline
that worked for everyone. Being clear about how this investment will yield a return to your business is vital.
BRIAN: The CRRS has opened doors when talking to chief

credit officers nationwide, who are the primary people we sell
to. Now that we have results, Linda is enhancing her association program to include this cutting-edge information.
The important thing in year one was laying the right foundation and making sure Linda had something valuable to offer
in a space where nobody else is operating. Now that she has met
that goal, and as momentum builds around this survey and the
results, it will be easier and easier to get more people invested
and on board with the success and outcomes from the project.
This research has accomplished Linda’s goal of leveling-up
to the C-suite with meaningful conversations and presentations. With the planned follow-through, speaking, and
writing, she is ready to push to the ultimate result of increased
utilization of her online training.
The work continues. ■

“Many speakers
assert that
writing a book is
a great credibility
builder. I would
suggest that
commissioning
research that
is genuine and
professionally
done will have a
similar impact—
and doing them
both, probably
even more so.”
—Linda Keith,
CPA, CSP

professionals in banking to
manage and mitigate credit
risk—from in-person and
online training for the loan
originators who need to
say “yes” to good loans to
conference presentations
and support for senior credit
officers who need to assess,
plan, and execute to manage
overall credit risk. Her firm
commissioned the 2018
Credit Risk Readiness Study.
CreditRiskReady.com.

J O S H PAC K A R D ,
P H D , is executive director
of the Social Research Lab
(SRL) at the University of
Northern Colorado (unco.
edu/srl) and CEO of The
Packard Group, a strategic
consulting firm. He has
appeared as a keynote
speaker at Influence, as well
as multiple other events,
and supports speakers with
customized, high-quality
data and research solutions
through the SRL. Contact
him at josh.packard@unco.
edu or visit joshpackard.
com.

B R I A N K E I T H coaches
small-business owners
to increase their revenue
through effective use of
marketing automation.
Contact him with your
greatest business
challenge at Brian@
RedBeardConsulting.com.
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Prof its in

PARTNERSHIPS
Watch Your
Business Take Off
by Engaging with
Other Speakers
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BY R. SHAWN McBRIDE

T

he airplane.
The personal computer.
Cherry Garcia ice cream.
“I Want to Hold Your Hand.”
Life would be different if
Orville and Wilbur Wright hadn’t finally
documented manned flight, if Steve Jobs
and Steve Wozniak hadn’t partnered up,
if Ben Cohen and Jerry Greenfield hadn’t
opened an ice cream stand in Vermont,
if John Lennon hadn’t believed his band
would be better with Paul McCartney on
guitar and vocals. In ways both big and
small, partnerships have made a difference in the world.
That’s because combining skills and
abilities makes bigger things possible.
Many people cringe at partnerships,
having heard horror stories or seen the
statistics that show business partnerships
have a poor success rate. That can be
discouraging, even frightening. But keep
your eyes and mind open, and you and
your partner may beat the odds and soar
to financial and personal triumphs.
Hewlett-Packard. Google. Microsoft.
Ford. None of these huge brands would be
what they are today without the partnerships they had in their history.
Even if you enjoy and thrive standing alone in the speaker’s spotlight
or running your business your way, a
partnership may be the path to greater
accomplishments. Partnerships can be
done correctly. I’ve seen it happen in my
own business and my clients’ businesses.

SPEAKER

•

J U LY/A U G U S T 2 0 1 8

29

L O C AT E T H E
E M E R G E N CY
EXITS
A business partner can build
you up or drag you down. There
are going to be times when the
ride is smooth and times of great
turbulence.
Every partnership agreement
should cover what happens to
the partnership if one of the four
“Ds” occurs: death, disability,
divorce, or disagreement. In a
legal dispute, a court of law may
force change in ownership of the
partnership.
Your agreement should clarify
who owns intellectual property
created prior to the agreement.
What if intellectual property
co-created during the partnership
makes your pre-partnership
intellectual property obsolete?
How does that impact the cost of
the break-up?
Do not make the mistake of
thinking that because you are
friends or family with your new
partner that you do not need a
very clear, professionally drafted
agreement. Perhaps you need
it more than ever. It may seem
unnecessary or be uncomfortable
to tackle the four “Ds” during the
euphoria of a new endeavor, but
with the partnership failure rate
high, you want to deal with them
before your venture leaves the
runway, not as it’s coming in for a
crash landing.
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Ground School First

A great partnership begins with choosing the right
partner before you even think about getting in the
plane. That starts with assessing yourself. We all have
our limitations. Take a look in the mirror.
 What are your strengths? Weaknesses?
 What do you need to jump to the next level?
Who could provide it?
 In conversations with audience members after
your speech, are there ever questions you cannot
answer confidently? A speaker whose expertise
would provide those answers—one who would make
your speech or consulting more complete—could be
the partner you need.
 In conversations with your business clients, are
there ever requests for a product you cannot deliver?
Is there a business that can?
 What if you had a second set of eyes in your
business?
 What if you could have someone around who
knows your business and could immediately vet ideas
for changes and innovation?
 What could you and a partner provide better
than anyone else? What hole could you fill?
As the story goes, lawyer Herb Kelleher was having drinks with pilot and businessman Rollin King
when one grabbed a cocktail napkin, took out his
pen, and drew a triangle, labeling the points Dallas,
San Antonio, and Houston. The crazy plan was to fly
planes between those cities several times a day, every
day. That was the start of Southwest Airlines, with
Kelleher becoming its chairman and King the managing director. True, before he died, King confessed
that the napkin story wasn’t entirely accurate. But it
illustrates how two successful people can run—or
fly—with an idea to fill a marketplace void.
Would Southwest have been what it is today without those two working together?
Would you laugh as much if Penn didn’t work
with Teller?

A great partnership begins
with choosing the right
partner before you even
think about getting in the
plane. That starts with
assessing yourself.

Pre-Flight Checklist

We’ve all done it: had a great idea, even committed to the client, then figured
out how we would deliver. When you are flying solo, that may make sense. But
when it comes to forming a partnership, there is serious design work to be done
before you commit to each other, or to a client. All prospective partners must
complete each step.
1) Take a blank piece of paper. On the left side, write what you will give to the
partnership. On the right side, write what you want from the partnership.
2) Answer these questions. What happens if [name of partner] …
a. gets hit by a bus?
b. sustains a long-term disability and can’t work?
c. divorces?
d. disagrees with me about a major decision in the company?
e. wants out of the business?
Exchange papers and see where you are aligned, where you are not, and what
surprises you uncover. The discussions that follow are likely to be uncomfortable. But not having the discussions and discovering the partnership won’t work
after you have invested money, time, and even client goodwill is much tougher.
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File a Flight Plan—
in Writing

Two of the reasons why business partnerships
fail: Partners neglect to make an adequate plan
and they don’t have a written partnership agreement. So, after you’ve identified the need and
have your partner picked out, it’s time for a real
conversation. Follow up on the initial discussion
by clarifying:
 What will you do for the partnership?
 What do you expect your partner to do?
 How will you divide responsibility and
authority, expenses and profits?
Think of sandlot baseball. Maybe the bushes
are the right-field foul line and it’s a home run
if the ball rolls into the street. As children, we
knew the rules had to be set before the first pitch.
In the grown-up world of business partnerships,
you want the rules in writing. This should be done
with legal counsel. Even with that expense, it
likely will save you money in the end.
As you and your partner negotiate an agreement—whether you come to the table as savvy
business people, relatives, or best friends—make
certain the expectations are clear, the exit strategy is covered, the compensation plan is fair, and
the terms are flexible enough to deal with changing and evolving priorities.
For speakers, the agreement may be for a
one-time presentation or for a long-term collaboration. If your joint speaking is well-received, how
can the partnership capitalize on that success?
Co-author a book? Co-teach a session at a conference? Co-conduct a webinar? As the partnership
matures, don’t let internal competition sabotage
your plans.

Schedule Routine
Maintenance

Give the partnership the routine maintenance
it needs. Your business and personal needs will
change, and the market will send you new opportunities. Sit down with your partner and revise
your agreement at least yearly.
A 2013 Forbes article noted that the failure rate
for business partnerships is close to 80 percent.
And, sure, the Beatles eventually broke up. But
not before the Lennon and McCartney partnership changed popular culture forever … and made
them a lot of money.
Partnerships can succeed. We see it every day.
The proof is embedded in every Apple device, on
every airplane, and in every scoop of Ben & Jerry’s
ice cream.
What is your idea? What are you waiting for?
Fasten your seatbelt and get ready for takeoff! ■

FEAR OF
F LY I N G?
If the idea of a partnership is
appealing, don’t let fear hold
you back. Check out these past
Speaker magazine stories at
NSAspeaker-magazine.org to
learn more before you make
your decision:


“Perfect Partners?”

by Joe Curcillo, June 2016


“Negotiate This!” by Molly

Cox, June 2016


“Team Training: By Design

or Default” by David Lewis,
October 2013


“Want Champagne Style?

It’s Possible—Even on a Beer
Budget” by Jeff Magee, CMC,
PDM, PhD, CSP, July/August 2012
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Many partnerships
have found that the
synergy of two or
more leads to a more
profitable business,
with each partner much
happier with their part
in the deal than they
were when they were
flying solo.

AVOID AN
ACCIDENT
Read “The
Accidental
Business Partner”
by Jen Lunsford at
bit.ly/2vCFBtQ.

THE ACCIDENTAL CO-PILOT
The last thing you want to do is
enter into a partnership when
you don’t even realize you have
done so. Do a web search on the
term “accidental partnership” and
you will find pages of articles by
attorney and CPA firms about
how easy it is to do so. The peril
is great.
According to the IRS, “a partnership is the relationship existing
between two or more persons
who join to carry on a trade or
business. Each person contributes
money, property, labor or skill, and
expects to share in the profits and
losses of the business.”
A joint undertaking that simply shares expenses is not a
partnership.
DID YOU OR DIDN’T YOU?
If you enter into an agreement with
another speaker to join forces,
co-sponsor public programs, split
the expenses, and share the profits 50/50, you have likely formed
a partnership. If you have created
an online training site and enter
into an agreement with another
speaker that you both will market
it from the platform and will share
equally in the profits, you have
likely formed a partnership.

If, on the other hand, you
have an online training site and
encourage others to market it
from the platform, entering into an
affiliate arrangement where they
get a commission for sales they
send your way, you may not have
formed a partnership. Your affiliate agreement specifically states
you are not forming a partnership.
They have no decision-making in
your company and are not entitled
to any profits, only the agreedupon commission.
If you hire contract trainers,
control the content, market the programs, develop the materials and
handle all the logistics, you likely
haven't formed a partnership. If you
license your materials to another
company, using a well-written
licensing agreement, you likely
haven't formed a partnership.
To be sure whether you have
formed a partnership or not may
require legal advice.
UNDERSTAND THE PERILS
OF PARTNERSHIPS
In a general partnership, which is
the default unless you have taken
other steps, each partner can obligate the partnership. Each partner
could sign contracts and borrow

R . S H AW N
M c B R I D E works
with businesses to Do
Business Differently™,
finding hidden
opportunities and
covering risks with the
goal of maximizing
wealth now and for
future generations.
He is often called
upon to speak about
topics that inspire and
motivate, such as how
to build a business
plan that supports
the life you want and
how to implement
Time Magicment™ so
you can execute your
business plan while
still enjoying life.

money. Each partner could agree to
a speaking engagement, a training
contract, or consulting. And they do
not need the permission or agreement of the other partners to do so.
In a general partnership, each
partner is jointly and severally
liable for all partnership debts
and obligations. You may be a 50
percent partner, but if something
goes wrong and you are the only
one with sufficient assets to cover
the problem, you are actually liable
for 100 percent of the problem.
THE PROFITS OF
PARTNERSHIP MAY BE
WORTH IT
Many partnerships have found that
the synergy of two or more leads to a
more profitable business, with each
partner much happier with their part
in the deal than they were when
they were flying solo. If you make
sure you each go into the partnership with eyes open; that you seek
and follow the advice of legal, business, and tax professionals; and that
you ask the hard questions ahead of
time about how you will disentangle
if desired, solve problems, and collaborate well, a partnership may be
the way to fly through the barriers of
the one-person business.
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11 LESSONS I
LEARNED WHILE
BUILDING MY
BUSINESS

BY CANDACE L. FITZPATRICK, CSP

Seriously?
People would
pay for that?

1

CULTIVATE WISE
ADVOCATES

After months of trying to get my
business coach, Steve Straus, to take
the StrengthsFinder® assessment, he
finally called in December 2004 with his
results. As we were talking, I hurriedly
pieced together my interpretation of his
top five talents using a simple graphical
desktop program, then emailed him his
CoreClarity® charts.
“You have to figure out a way to get
this on the internet so any coach in
the world can sign in, put their client’s
name and talents into a database, and
instantly have access to these charts!”
“Seriously, Steve? People would pay
for that?”
LESSON LEARNED: Cultivate wise
advocates. And, be sure to pay attention to their wisdom.

“StrengthsFinder,” “CliftonStrengths,” and the
34 CliftonStrengths theme names are registered
trademarks of Gallup, Inc.
“CoreClarity” is a registered trademark of
CoreClarity, Inc.
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2

DREAM BIG

What I envisioned was so intricate and
grand that programmers said, “Can’t be
done!”
A month later, I found Pete Erickson,
a programmer who believed it could. He
tortured the desktop program I was using
and put it on a server to produce the first
generation of CoreClarity charts.
LESSON LEARNED: Dream big. Then,

find others who are willing to help bring
your dream to life.

3

FIND YOUR
MOTIVATORS

To me, Steve and Pete are among the
many angels who have appeared since
I first took the StrengthsFinder assessment in 2003. Little did I know at that
time that interpreting the assessment
would become my life’s work.
Two years previously, having taken
stock of my options and background, I
returned to school for my MBA while
still working full time in a job where the
stress was quietly killing me.
For the duration of the 21-month
executive MBA (EMBA) program at
Southern Methodist University (SMU),
every other Friday and Saturday found
me up early and raring to go! My study
group was a dream team of six committed students. Together, we fearlessly
navigated through the onslaught of
content and constant deadlines. I hadn’t
felt so alive in years!
LESSON LEARNED: Find your motivators. Once you do, immerse yourself in
their presence.

4

KNOW YOUR CORE

For this lifelong learner, graduation day
brought a mixture of emotions. On the
way home from the ceremony, I bought
Now, Discover Your Strengths by Marcus
Buckingham and Don Clifton, to extend my
learning. My StrengthsFinder assessment
results revealed the following talents:
 Strategic®
 Learner®
 Connectedness®
 Input®
 Woo®
For validation, I called the people who
had known me the longest: my parents.
After I read the descriptions of my top
five talents, there was a pause.
“You’ve been like that since you were 3,”
Mom said. “What’s the news here?”
Well, it was news to me!

LESSON LEARNED: Know your core.
Validate the findings with people who care.
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7

TRUST YOUR
TALENTS

6

RISE TO THE
CHALLENGE

5

FOLLOW
YOUR
PASSION

As a “Woo” will do, I shared my
passion for the assessment and
the EMBA program with anyone and everyone. Hundreds
of people, even a cabdriver in
Chicago, bought the book, took
the assessment, and shared
their results. This created a
research-rich environment to
explore as I continued to search
for my next career.
LESSON LEARNED: Follow

your passion. It isn’t work if
you love doing it!
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My advocacy for SMU landed me on the EMBA
Advisory Board. Our faculty advisor, Dr. John
Slocum, taught the organizational behavior
class in which I learned how to create simple
models to explain complex theories, a skill on
which my “Strategic” talent thrived.
In early 2005, I pulled John aside and
recommended he replace one of the many
personality tests he used in his class with the
StrengthsFinder assessment. A week later,
after he took the assessment, we had an hourlong meeting scheduled.
John walked into the room and threw his
results on the table.
“Yeah, this is me, but I can’t teach this,” he
said. “There are more than 33 million potential permutations of the talents.” Punching
the table with his finger, this highly venerated
scholar continued, “Show me how I can teach
this and I’ll take you seriously.”
Then he walked out.
Time check: Three minutes. I spent the next
57 thinking through what was needed to have
John take me seriously. When I presented my
model to him a few months later, he immediately shared the steps needed to get CoreClarity
into the EMBA program. That started five years
of having an impact on more than 500 students,
all business executives—all with budgets!
LESSON LEARNED: Rise to the challenge. It

is often a problem that needs to be solved.

When I am using my talent of
“Connectedness” well, it allows me
to live in uncertainty, trusting that
whatever or whomever is needed will
appear when necessary. They did.
And, they came in droves. Angels,
advocates, and answers came pouring
in over the ensuing years, including:
 A superb attorney who strategically approached Gallup regarding
use of the StrengthsFinder results in
my work.
 An
engineer going through
coaching training who helped develop
and deliver individual and team
programs.
 A sales-strategy leader at one of
the Big Four accounting firms who
pushed us to develop a “train the
trainer” program.
LESSON LEARNED: Trust your talents. They are what determine your
unique competitive advantage.

8

COVER YOUR
ASSETS

In addition to making sure we
were in compliance with Gallup’s
requirements, our attorney registered CoreClarity as a trademark
and set up our licensing program.
LESSON LEARNED: Cover your

assets. Hire an attorney.

9

KNOW YOUR
LIMITATIONS

In late 2005, one of my exceptional
study-group brothers, Cary Reams,
asked to join CoreClarity. Cary had the
proper talents and training to take our
information technology to the next level
and, more importantly, completely off
my shoulders. As Peter Drucker once
counseled, “Do what you do best, and
outsource the rest.”
LESSON LEARNED: Know your limitations. Partner with or hire those who
both complement and supplement your
talents.

10

INVEST WISELY

When the consulting world hit a big
downturn in 2008, we knew 2009 was
going to be a lean year. So we did the
opposite of what others did. We invested
in ourselves. One investment included
joining NSA and attending the national
convention.
My first NSA-North Texas Chapter
meeting featured NSA member Vickie
Sullivan, a personal brand strategist.
After seeing her talents, I knew she had
the expertise to uncover the hidden gold
in our work. Convincing Cary and my
husband Ray to literally bet the farm on
her took time. Once they satisfied their
concerns and approved the project, Ray
and I took out a line of credit on our
home and hired her.
Our bet paid off—brilliantly.
LESSON LEARNED: Invest wisely. Before
spending limited resources, take time to
do your homework.

11

GIVE CREDIT

Convincing 2015 Cavett Award
winner Gary Rifkin, CSP, to join
the team took a little more time.
He had the right mix of talents,
skills, and knowledge to take our
facilitator training to the next
level. Fortunately, in 2011, he took
the leap and has never looked back!
(Check out a 2013 Speaker magazine
story about how we joined forces.
Go to NSAspeaker-magazine.org
and search “team training.”)
Hundreds of other NSA angels
have supported my journey and
allowed me to learn and grow in
this work.

LESSON LEARNED: Give credit
where credit is due and thank
your angels.

Of course, there’s more to the
story of how I built my business.
But these are some of the big
lessons I learned along the way.
Did I make mistakes? Absolutely!
Mistakes are the cost of trying
something bold.
My best advice for those just
getting started? Find your path.
There are no magical shortcuts or
universal formulas. Learn from
others, but do what works for you.
As I’ve found through my work,
there are universal truths, and
there are your truths. Take care
not to mistake one for the other. ■

C A N DAC E L .
F I T Z PAT R I C K , C S P,
is founder of CoreClarity,
Inc., a company focused
on uncovering the core
competencies and
competitive advantage
of individuals, teams,
and organizations. Early
on, Candace made a
conscious decision that
work should be fun. Today,
she is having fun helping
others turn their dreams
into reality, and, in turn,
is realizing her own. Find
additional resources at
CoreClarity.net/NSA.

ASK THE EXPERT

A Gift
from
Glenna
As I prepared a speech
for 4,000 international
physicians with large

Make It
Personal
Glenna Salsbury, CSP, CPAE,
shares her secrets to connecting
with any audience
BY DIANE RIPSTEIN, MEd

I

f you’ve been lucky enough to hear Glenna
Salsbury, CSP, CPAE, speak, you’ve experienced
something unique. I vividly remember basking in
her personal warmth and connection. “That has always
been precisely my goal,” Glenna says. “To have each
audience member feel individually loved.” I asked her
for other words of wisdom for bringing the point of
your message to every individual in the room.
Honestly examine your motives as a speaker.
Want to be liked? Concerned with how you look or
sound? Wondering if you’re good enough? None of that
is helpful. Focus on your audience, not yourself. What
can you give them that they are most excited about? Care
about them and attend deeply to their needs by reaching
their hearts and transforming their minds. That’s your
starting point.

group practices, my

Be comfortable in your own
skin. Be OK with who you are, rather
than trying hard to be “a professional
speaker.” Recognize that what you have
to say is something only you can say.
Your vulnerability and self-revelation
will help open up your audience. This
personal connection is the key to creating transformational change.
Be where your feet are. Be emotionally present to what you are saying
in that moment. Put your heart in your
words and slow down your delivery.
Not with artificial pauses, but by truly
feeling the loving weight of your words.
This creates a sense of intimacy.
Use the PSA (Point, Story, and
Audience Application) formula
throughout. Color-code your script.
Points are yellow, stories are red, applications are green. Relive and retell your
red stories from their original emotional state, to genuinely connect. And
remember that without enough green,
you’re in trouble.
Above all, know that your intentional mindset on the platform means
everything. ■

interviews showed that
their biggest challenge
was not having enough
time to build valuable
relationships.
So, I developed a
piece on meaningful
conversations. No matter
how swamped and busy,
I said, take 20 seconds to
give yourself the gift of
significant interaction. Ask
your receptionist’s name,
ask about her life, thank
her. Take 20 seconds to
carefully answer patient
questions you’ve heard
hundreds of times. This
gift to them will enhance
your own life, because you
have lost yourself in your
own busyness. —Glenna
Salsbury, CSP, CPAE

D I A N E R I P S T E I N , M E d , is a communications
consultant and keynote speaker. Her greatest joy is
empowering her executive and management clients to
“Sound as Smart as They Are.” DianeRipstein.com
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Save the D ate

INFLUENCE
July 27-30, 2019
Denver, COlorado
Are you ready to future-proof your business?
Let the TRANSFORMATION begin!
#INFLUENCE19

Registration now open at
Influence19.com

YOUR WRITING SPEAKS

Promoting
Your Book
in a Digital
World
What every author needs to know
about marketing their title online
BY ROBIN SPECULAND

S P R E A D T H E N E W S S O C I A L LY

I
ROBIN SPECULAND
is a recognized pioneer
and expert in strategy
implementation. He
is driven to transform
strategy implementation
globally by inspiring
leaders to adopt a different
approach. The founder
and CEO of Bridges
Business Consultancy
Int., he created the
Implementation Hub, the
world’s first online portal
dedicated to strategy
implementation.
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n 2005, I self-published the international
best-seller Bricks to Bridges, and invested
$100,000 in marketing the book across
three continents.
In 2017, I published Excellence in Execution with
Morgan James, and invested $20,000 in marketing.
Will I have one-fifth of the impact? Of course
not, because it has never been easier to promote
your book for less. In 2005, the internet was
in its infancy. Now, it’s the number one way to
spread the word about your book.
Last year, I presented a keynote on book
promotion for our speaking societies in
Singapore and Malaysia. Here are four key
nuggets for those preparing to publish in a
digital world.

What is the best social media site to promote
your book? Your favorite. One of the good
pieces of advice I picked up at an annual
speakers’ conference was to create your main
social media site (LinkedIn for me) as the hub
for your book, and then drive traffic to it from
your spokes. It’s also worth creating a Facebook
book page. Make sure to have consistent branding across all your social media pages and
update all your online profiles.
DON’T FORGET VIDEO

I created a video introduction to key chapters
that I linked through QR codes in the book.
I also created a video series called Powerful
Execution Tips (PET) that I publish every
two weeks, as well as a promotional animated
video for just $300. Check out fiverr.com and
upwork.com for great-priced resources to help
you create your videos.
B E U P T O D AT E O N A M A Z O N

S E T U P A S E PA R AT E S I T E
FO R YO U R BO O K

The more clicks you ask people to take, the
fewer visitors. Fight the temptation to add
pages about your book to your company website. My book website cost just $600 to create.

An Amazon presence is a must for any author.
Thanks, Jeff. Amazon is now the basic requirement and you need to acquire as many reviews
as possible. Update your author page and add
videos. Remember that you have to update your
U.K. and U.S. page, as they are not linked. ■

Rachel Pisani Marketing helped
to expand my national brand and
increase my sphere of influence. Rachel
and her team worked with me to create
an effective results-driven marketing
strategy, reach my business goals, and
grow my audience to over
1 million people in 80 different countries!

- Dr. Dave Martin
NSA Million Dollar Speaker & CSP
Best Selling Author & International Speaker

INCREASE YOUR FOLLOWERS
EXPAND YOUR CIRCLE OF INFLUENCE
MAXIMIZE YOUR EFFECTIVENESS
DRIVE REVENUE AND GET RESULTS
Rachel Pisani
President

WWW.RACHELPISANI.COM

5 THINGS

1

STOP CHATTING DURING
PEAK WORK HOURS. Often,
I would spend up to two
hours a day talking with
NSA colleagues. Although
I enjoyed this activity,
it produced no income.
Solution: Schedule calls
during travel days. What else
am I going to do while waiting
for airplanes or driving
long distances? Now I say,
“I’m happy to answer your
questions on travel days. My
next open slot is …”

2

Get Out of
Your Rut
5 straightforward ways to recapture
your focus on business
If you hit a rut and need to winch your brain into the
second half of 2018, look to these five simple ideas that
helped me. As a 20-year member of NSA, I had smashed
into a wall when it came to excitement for the job. My
theme for 2018 is “head down.” Instead of making excuses,
I made a plan to get back on track!

CREATE A “GOTTA DO
BEFORE I PLAY” LIST.
Many of us focus on
enjoyable tasks while we let
critical actions slide.
Solution: As the last action
of every day, I write down
the three things I must
accomplish tomorrow. Placed
smack in the center of my
desk, I commit to do nothing
“fun” until my list is complete.
No recess until the homework
is done!

3

TRY A SHORT-TERM TIME
STUDY. Minutes slip away on
unproductive labor. This leads
to frustration and burnout.
Solution: I began to track
the time put into my daily
tasks: sales, program prep,
bookkeeping. To my surprise,
the report for the first week
of January showed only a
whopping six minutes
spent on sales.
Yikes! No wonder I
was in a rut.

4

LOOK FOR A NEW JOB. One
morning last year, I woke up
determined to change my
career—and my attitude.
Solution: Examine other
options for work. In short order,
I realized one month at my old
job equaled my pay for a single
keynote today. That tall glass
of reality snapped me out of my
funk fast!

5

TAKE A TRUE BREAK. Recently,
a colleague challenged me
to take some time off after
listening to me whine about my
fading passion. I realized that,
like many of you, I thought
about my career even on
supposed vacations.
Solution: Unplug, unwind,
breathe. My inability to let
go of the constant loop in my
brain obsessed with my career
shocked me. Believe it or not,
this was the hardest of the five
steps to complete. Once I did,
however, my energy and focus
finally returned.

L A U R I E G U E S T, C S P, is
a customer service expert
and the incoming chair of the
Speaker magazine Editorial
Committee. Her team is
currently seeking pitch
sheets with new ideas for
content, so fill one out today
at speakermagazine.com/
contribute!
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VOICES OF
EXPERIENCE

Interviews | Insights | Stories | Tips

®

VOE
IS NOW
DIGITAL!
You spoke and we listened —
VOE is now exclusively digital!
Download the app or stream on your
favorite podcast platform today.
NSAspeaker.org/resources

“
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HPU’s Media Fellows Program
provided me with a unique,
competitive edge as I began
my career. Working closely with
distinguished HPU faculty with
industry experience, I quickly
developed an appreciation for
the value of networking and
how to push myself creatively
in order to stand out. I was also
able to gain exclusive insights
into the entertainment industry.
HPU taught me the life skills that
lead to opportunities, and the
passion to seize them.

“

— Sierra Middlebrooks ('16) is an Associate Producer
for Awesomeness TV, a leading digital media company
owned by NBC Comcast, Verizon and Hearst.

Sierra Middlebrooks resides in Los Angeles, California.
Her parent, David Avrin, is a member of NSA.

FOCUSED ON OUTCOMES
NSA members are thought leaders and change agents who possess strong values and an
entrepreneurial spirit – the same values and beliefs that are instilled in the minds, hearts,
and souls of High Point University students. In fact, many NSA members have children who
attended High Point University. We’re proud to say the talented Sierra Middlebrooks is one
of them. Sierra Middlebrooks (’16) is an Associate Producer for Awesomeness TV, a leading
digital media company owned by NBC Comcast, Verizon and Hearst, and a High Point
University alumna. Her parent, David Avrin, is a member of NSA.
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